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ABSTRACT 

A new wave of marketing is not occurring as a byproduct of its own intrinsic course of action but rather in response 

to a change in the demands, expectations, & desires of consumers. As consumers grow & adapt to the market 

marketers must adapt along with them. There are many ways in which consumers are changing & thus changing the 

spectrum of marketing philosophies & techniques.Every marketer faces different challenges. Although we typically 

share similar goals, some teams are stuck on hiring top talent, while others are having trouble finding the right 

technology for their needs. Whatever the case may be, there’s always at least one area that you can stand to 

improve. In other words, there’s always room to optimize the various components of your strategy & turn your 

marketing into an even more effective revenue generator. 

Consumers are becoming more educated, with an abundance of information available at their fingertips. As a result 

of the increase in data, consumers are also becoming more skeptical. More awareness of product value provides 

consumers insight with the effect of marketing their views. Consumers have a heightened awareness of marketing, & 

thus marketers are forced to configure new strategies to reach their viewers conspicuously. Adapting to the new 

perspective of consumers, it is clear that the new age of marketers are more data scientists than traditional 

marketers. 
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I MARKETING 

Marketing is the study & management of exchange relationships.The American Marketing Association has defined 

marketing as "the activity, set of institutions, & processes for creating, communicating, delivering, & exchanging 

offerings that have value for customers, clients, partners, & society at large." 

The techniques used in marketing include choosing target markets through market analysis & market segmentation, 

as well as understanding methods of influence on the consumer behavior. 

http://www.forbes.com/sites/ajagrawal/2015/12/02/data-vs-instinct-what-matters-more-for-marketers/
http://www.forbes.com/sites/ajagrawal/2015/12/02/data-vs-instinct-what-matters-more-for-marketers/
https://en.wikipedia.org/wiki/Management
https://en.wikipedia.org/wiki/Exchange_(economics)
https://en.wikipedia.org/wiki/Relationship_marketing
https://en.wikipedia.org/wiki/American_Marketing_Association
https://en.wikipedia.org/wiki/Target_market
https://en.wikipedia.org/wiki/Market_segmentation
https://en.wikipedia.org/wiki/Consumer_behaviour
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From a societal point of view, marketing provides the link between a society's material requirements & 

its economic patterns of response. This way marketing satisfies these needs & wants through the development of 

exchange processes & the building of long-term relationships. 

In the case of nonprofit organization marketing, the aim is to deliver a message about the organization's services to 

the applicable audience. Governments often employ marketing to communicate messages with a social purpose, 

such as a public health or safety message, to citizens. 

 

The production orientation era 

For much of the industrial revolution goods were generally scarce & producers could sell pretty much all that they 

could produce, as long as people could afford to buy them. Their focus was therefore on production & distribution at 

the lowest possible cost & what marketing management that there was considered these issues (for example, 

reducing distribution costs, opening new markets). 

 

The sales orientation era 

From the start of the twentieth century to the period following the Second World War (although the development 

was interrupted by the wars) competition grew & the focus of marketing turned to selling. Communications, 

advertising & branding started to become more important (see archive at the History of Advertising Trust website) 

as companies needed to sell the increasing outputs of production in an increasingly crowded market. Marketing was 

therefore still a 'slave' to production, but focused on distribution, communication & persuading customers that one 

manufacturers goods were better than another’s. 

 

The marketing orientation era 

From the 1960s onwards most markets have become saturated (the size of the market remains the same). This means 

that there is now intense competition for customers. The sophistication of marketing management has therefore 

developed into what we now see in a modern marketing department. Marketers are involved at a strategic level 

within the organisation & therefore inform an organisation about what should be produced, where it should be sold, 

how much should be charged for it & how it should be communicated to consumers. Modern marketers research 

markets & consumers. They attempt to underst& consumer needs (& potential needs) & allocate organizational 

resources appropriately to meet these needs. Modern marketers are particularly interested in br&s. They are also 

increasingly interested in ensuring that employees underst& marketing, i.e. that everyone within the organisation 

involves themselves with marketing activities. 

 

 

 

 

https://en.wikipedia.org/wiki/Economy
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The Marketing Mix 4P’s & 7P’s Explained 

Before we go into all the elements of the marketing mix, & to avoid confusion between the 4p’s, 7p’s & even the 

4c’s – you should pay attention at the image below to underst& what makes up the entire marketing mix. The image 

above is a simplistic diagram of the elements that are included in a marketing mix. 

 

Marketing Mix Definition 

 

The marketing mix definition is simple. It is about putting the right product or a combination thereof in the place, 

at the right time, & at the right price. The difficult part is doing this well, as you need to know every aspect of your 

business plan. 

As we noted before, the marketing mix is predominately associated with the 4P’s of marketing, the 7P’s of service 

marketing, & the 4 Cs theories developed in the 1990s. 

Here are the principles used in the application of the right marketing mix: 

 

Marketing Mix 4P’s 

 

A marketing expert named E. Jerome McCarthy created the Marketing 4Ps in the 1960s. This classification has been 

used throughout the world. Business schools teach this concept in basic marketing classes. 

The marketing 4Ps are also the foundation of the idea of marketing mix. 
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#1 Marketing Mix – Product 

 

 

 

 

 

 

 

A product is an item that is built or produced to satisfy the needs of a certain group of people. The product can be 

intangible or tangible as it can be in the form of services or goods. You must ensure to have the right type of product 

that is in demand for your market. So during the product development phase, the marketer must do an extensive 

research on the life cycle of the product that they are creating. A product has a certain life cycle that includes the 

growth phase, the maturity phase, & the sales decline phase. It is important for marketers to reinvent their products 

to stimulate more demand once it reaches the sales decline phase. Marketers must also create the right product mix. 

It may be wise to expand your current product mix by diversifying & increasing the depth of your product line.All in 

all, marketers must ask themselves the question “what can I do to offer a better product to this group of people than 

my competitors”. 

In developing the right product, you have to answer the following questions: 

 What does the client want from the service or product? 

 How will the customer use it? 

 Where will the client use it? 

 What features must the product have to meet the client’s needs? 

 Are there any necessary features that you missed out? 

 Are you creating features that are not needed by the client? 

 What’s the name of the product? 

 Does it have a catchy name? 

 What are the sizes or colors available? 

 How is the product different from the products of your competitors? 

 What does the product look like? 
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#2 Marketing Mix – Price 

 

The price of the product is basically the amount that a customer pays for to enjoy it. Price is a very important 

component of the marketing mix definition. It is also a very important component of a marketing plan as it 

determines your firm’s profit & survival. Adjusting the price of the product has a big impact on the entire marketing 

strategy as well as greatly affecting the sales &dem& of the product. This is inherently a touchy area though. If a 

company is new to the market & has not made a name for themselves yet, it is unlikely that your target market will 

be willing to pay a high price. Although they may be willing in the future to h& over large sums of money, it is 

inevitably harder to get them to do so during the birth of a business. Pricing always help shape the perception of 

your product in consumers eyes. Always remember that a low price usually means an inferior good in the consumers 

eyes as they compare your good to a competitor. Market penetration pricing. 

 Market skimming pricing 

 Neutral pricing 

Here are some of the important questions that you should ask yourself when you are setting the product price: 

 How much did it cost you to produce the product? 

 What is the customers’ perceived product value? 

 Do you think that the slight price decrease could significantly increase your market share? 

 Can the current price of the product keep up with the price of the product’s competitors? 

#3 Marketing Mix – Place 
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Placement or distribution is a very important part of the product mix definition. You have to position & distribute 

the product in a place that is accessible to potential buyers.This comes with a deep underst&ingof your target 

market. Underst&them inside out & you will discover the most efficient positioning & distribution channels that 

directly speak with your market. 

There are many distribution strategies, including: 

 Intensive distribution 

 Exclusive distribution 

 Selective distribution 

 Franchising 

#4 Marketing Mix – Promotion 

 

Promotion is a very important component of marketing as it can boost br& recognition & sales. Promotion is 

comprised of various elements like: 

 Sales Organization 

 Public Relations 

 Advertising 

 Sales Promotion 

Advertising typically covers communication methods that are paid for like television advertisements, radio 

commercials, print media, & internet advertisements. In contemporary times, there seems to be a shift in focus 

offline to the online world. 

 

Marketing Mix 7P’s 

The 7Ps model is a marketing model that modifies the 4Ps model. The 7Ps is generally used in the service industries. 

Here is the expansions from the 4Ps to the 7Ps marketing model: 
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#5 Marketing Mix – People 

Of both target market & people directly related to the business. Thorough research is important to discover whether 

there are enough people in your target market that is in demand for certain types of products & services.The 

company’s employees are important in marketing because they are the ones who deliver the service. It is important 

to hire & train the right people to deliver superior service to the clients, whether they run a support desk, customer 

service, copywriters, programmers…etc. 

#6 Marketing Mix – Process 

The systems & processes of the organization affect the execution of the service. So, you have to make sure that you 

have a well-tailored process in place to minimize costs. It could be your entire sales funnel, a pay system, 

distribution system & other systematic procedures & steps to ensure a working business that is running effectively. 

 

 

 

 

 

 

 

 

 

 

Tweaking & enhancements can come later to “tighten up” a business to minimize costs &maximise profits. 
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#7 Marketing Mix – Physical Evidence 

 

In the service industries, there should be physical evidence that the service was delivered. Additionally, physical 

evidence pertains also to how a business &it’s products are perceived in the marketplace.The 4Cs marketing model 

was developed by Robert F. Lauterborn in 1990. It is a modification of the 4Ps model. It is not a basic part of 

the marketing mix definition, but rather an extension. Here are the components of this marketing model: 

 Cost – According to Lauterborn, price is not the only cost incurred when purchasing a product. Cost of 

conscience or opportunity cost is also part of the cost of product ownership. 

 Consumer Wants & Needs – A company should only sell a product that addresses consumer dem&. So, 

marketers & business researchers should carefully study the consumer wants & needs. 

 Communication – According to Lauterborn, “promotion” is manipulative while communication is 

“cooperative”. Marketers should aim to create an open dialogue with potential clients based on their needs 

& wants. 

 Convenience – The product should be readily available to the consumers. Marketers should strategically 

place the products in several visible distribution points. 

Whether you are using the 4Ps, the 7Ps, or the 4Cs, your marketing mix plan plays a vital role. It is important to 

devise a plan that balances profit, client satisfaction, br& recognition, & product availability. It is also extremely 

important to consider the overall “how” aspect that will ultimately determine your success or failure. 

 

II NEW AGE CHALLENGES FOR MARKETING 

 

Data is everything 

Marketing will always be a study of understanding human desires. To be able to market a product to people, we 

must first underst& what people want. As marketing has evolved, more of an emphasis has been placed on the value 

of gathering empirical data. In fact, data will be key for marketing success. Traditionally, marketers relied heavily 

on their own evaluations & interpretations of what people desired, & used that input to guide the marketing 

campaigns. One of the biggest transitions to expect is a move away from intuition-based marketing & a move 

toward data-driven, test-proven strategies that will have a measurable & recordable impact on an audience. A few 

things to bear in mind when recording data from marketing are looking at sample size, probability compared with 

http://www.forbes.com/sites/forbespr/2015/11/03/new-report-shows-data-driven-marketing-crucial-for-success-in-hyper-competitive-global-economy/
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room chance, expectations versus results, display of information, & analysis versus hypothesis. A huge aspect of 

measuring empirical data from marketing efforts is examining the demographic & sample size of the pool you are 

marketing to. If you pool too small a size of testers, your results can be skewed. To support assumptions or findings, 

a sample size must be large enough to account for a reasonable & scalable portion of a given population. Even if you 

are able to find a significant correlation among a reasonably sized pool of people, you must compare the findings 

against the probability of it occurring from room chance. If confidence level from the findings is lower than 90%, 

the data is not reliable. For businesses functioning off wrongfully informative data, the results can be damaging. 

While it is enticing to act based on results, if the results have any likelihood of having occurred from luck than 

acting on them could be a waste of resources & effort. Data-driven marketers often fail to be skeptical. While it is 

easy & comforting to accept an analysis that reinforces our preconceived beliefs, doing so without meticulous 

investigation can be operating under false assumptions. Even if you have retrieved reliable, profound data, how you 

display it will also have an impact on how it is interpreted. Make sure that our findings are displayed in an objective 

manner, displaying all relevant variables. When running tests, never seek analysis at the expense of common sense. 

Marketing is about people &, while your studies should be data-driven, they can be directed based on intuitions or 

human involvement in the market. 

 

2. Marketing is about people 

Coaching is a key part of successful marketing. Marketing is part hard-science, part soft-science. While its roots are 

imbedded in empirical & repeatable data, proper marketing necessitates the meticulous study & evaluation of human 

experience. Being a social science in several regards, marketing is often best learned if taught by an experienced 

marketer. Finding a marketing coach or becoming a coach is a valuable tool when building & developing a 

marketing team. While marketing must have a deep underst&ing on the analytical side of the business, a successful 

marketing team must be intuitive & underst& the relationship between the people & the product. Marketing is 

driven not by the business it serves, but by the customers it services. Marketing is a deliberate attempt to praise a 

product based on a thoughtful analysis of the key motivators within the audience who contemplates buying it. If a 

marketer relies exclusively on data, he will miss out on the non-observable phenomena that occur when a customer 

interacts with a business or product. Thus, a marketer must be able to put himself in the consumers shoes, given the 

consumers desires & interests, & be able to sufficiently speculate on how a given product or service will have effect 

on the consumer. 

 

3. Communication between the marketing & product team is key 

Despite its versatility & inherent ability to constantly adapt to new changes & challenges, marketing cannot operate 

in a vacuum. Without efficient & dependable communication to other branches of the company, marketing will be 

hindered. Marketing should be viewed as an extension of the body of the company; for it to function properly, it 

http://www.forbes.com/sites/danielnewman/2015/10/27/is-data-the-key-to-better-content-marketing/
http://blog.evercoach.com/how-to-become-a-coach/
http://www.forbes.com/sites/steveolenski/2015/09/02/4-ways-to-streamline-your-marketing-strategy/
http://www.forbes.com/sites/steveolenski/2015/09/02/4-ways-to-streamline-your-marketing-strategy/
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must be on the same wavelength as the rest of the business. Especially in terms of the product & development teams, 

marketing must have especially good transparency & communication. Marketers must have a clear view of the 

current & expected product development, so that they can be accurate with the information they are providing. For 

digital & content marketing, communication with the product team is crucial for success. Without communication, 

marketing risks providing incorrect or otherwise false data. Effective marketing starts with accurate marketing. For 

marketers to operate effectively they must be aware of exactly what their product or service does & how it interacts 

with their client base 

 

4.Keeping Abreast of Competitors' Actions 

The marketing management function in a small business can be compared to a series of ongoing chess matches 

between you & your major competitors. To give yourself the best chance of winning these matches, the first step is 

to know what your opponents are doing & are likely to do. Every business owner needs to make gathering 

information about competitors a high priority. If a competitor has historically slashed prices in the summer, you 

need to have your own response to this tactic planned out so you don't lose customers. 

 

5.Scarcity of Resources 

Most small businesses have more ideas for marketing their products or services than they have funds available to 

execute these strategies. Prioritizing expenditures becomes of paramount importance. You must allocate these 

resources where they will have the strongest positive impact on sales. The challenge in this allocation process is that 

the business owner may not be certain about the likely effectiveness of a new marketing tactic. Experimentation 

takes place -- even guesswork. In some cases, you may guess wrong & the sales results from the tactic are 

disappointing. 

 

6.Dealing with Competitive Disadvantages 

Businesses have both competitive advantages -- aspects of their products & service level that make it easier to attract 

new customers -- & disadvantages -- areas where competitors' products or services are better suited to meet 

customers' needs. In the long run, a small business owner seeks to upgrade the company's market offering to narrow 

the gap between a company & its competitors. In the short run, your challenge is to create a marketing message that 

emphasizes your own company's strengths. 

 

7.Listening to the Customer 

Small business owners are close to their customers or customer prospects -- they may speak or interact with them on 

a daily basis. It's important to use these interactions as an opportunity to learn about what customers really want or 

need. Every conversation provides chances to gather information that can help you tailor your business operation to 

http://www.forbes.com/sites/thesba/2015/08/14/successful-content-marketing/


 

347 | P a g e  

 

be closely aligned with these customer preferences. You have to make an effort to ask them what you can do to 

better serve their needs -- as well as finding out their opinions of your competitors. An additional challenge is that 

customer tastes are constantly changing & you must adapt your products or services to meet these changes. 

 

8.Getting the Message Out 

Small business owners have to use a variety of means to spread the word about a company & what it offers. Possible 

choices include direct mail, print, radio or television advertising, social networking & traditional in-person 

networking. A major challenge is time. Given businesses' operational management responsibilities -- overseeing all 

aspects of how the business runs -- owners may neglect setting aside time for planning & executing a marketing 

campaign. The effect of not spending enough time getting the word out is lower potential sales. You cannot afford to 

just hope that customers find your business. 

 

III CONCLUSION 

Based on this paper new age challenges for marketing play vital role. Marketing will always be a study of 

understanding human desires .To be able to market a product to people, we must first underst& what people want. 

As marketing has evolved, more of an emphasis has been placed on the value of gathering empirical data. In 

fact, data will be key for marketing success. Marketing is part hard-science, part soft-science. While its roots are 

imbedded in empirical & repeatable data, proper marketing necessitates the meticulous study & evaluation of human 

experience. 
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