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Meaning: 
 

The process of marketing or distribution of goods requires 
particular attention of management because production 
has no relevance unless products are sold. Marketing mix 
is the process of designing and integrating various 
elements of marketing in such a way to ensure the achieve-
ment of enterprise objectives. 

The elements of marketing mix have been classified under 
four heads—product, price, place and promotion. That is 
why marketing mix is said to be a combination of four P’s. 
Decisions relating to the product includes product 
designing, packaging and labelling, and varieties of the 
product. Decision on price is very important because sales 
depend to a large extent on  



Whether uniform price will be charged or different prices 
will be charged for the same product in different markets 
are examples of decision pertaining to the price of the 
product. The third important element is place, which 
refers to decision regarding the market where products 
will be offered for sale. 

Promotion involves decisions bearing on the ways and 
means of increasing sales. Different tools or methods may 
be adopted for this purpose. The relative importance to be 
attached to the various methods is decided while 
concentrating on the element of promotion in marketing 
mix. 

In short, marketing mix involves decisions regarding 
products to the made available, the price to be charged for 
the same, and the incentive to be provided to the 
consumers in the markets where products would be made 
available for sale. These decisions are taken keeping in 
view the influence of marketing forces outside the 
organization (e.g., consumer behaviour, competitors’ 
strategy and government policy). 

 

Definition: 
 

According to Philip Kotler, ‘marketing mix is the mixture 
of controllable marketing variable that the firm uses to 
pursue the sought level of sales in the target market’ 
(Figure1). 



 
Therefore, the marketing mix indicates the appropriate 
combination of four P’s—product, price, promotion, and 
place—for achieving marketing objectives. The 
components are also known as marketing mix variables or 
controllable variables as they can be used according to 
business requirements. In 1960, E. Jerome McCarthy in 
his book, Basic Marketing, popularized a four-factor 
classification, the so-called four P’s—product, price, place, 
and promotion. 

Characteristics/Features/Nature of 
Marketing Mix: 
 

1. Marketing mix is the crux of marketing process: 

http://cdn.yourarticlelibrary.com/wp-content/uploads/2014/04/clip_image00210.jpg


Marketing mix involves many crucial decisions relating to 
each element of the mix. The impact of the mix will be the 
best when proper weightage is assigned to each element 
and they are integrated so that the combined effect leads 
to the best results. 

2. Marketing mix has to be reviewed constantly in 
order to meet  
 
The marketing manager has to constantly review the mix 
and conditions of the market and make necessary changes 
in the marketing mix according to changes in the 
conditions and complexity of the market. 

3. Changes in external environment necessitate 
alterations in the mix: 
 
Changes keep on taking place in the external environment. 
For many industries, the customer is the most fluctuating 
variable of environment. Customers’ tastes and 
preferences change very fast. Brand loyalty and purchasing 
power also change over a period. The marketing manager 
has to carry out market analysis constantly to make 
necessary changes in the marketing mix. 

4. Changes taking place within the firm also 
necessitate changes in marketing mix: 
 
Changes within the firm may take place due to 
technological changes, changes in the product line or 
changes in the size and scale of operation. Such changes 
call for similar changes in the marketing mix. 



5. Applicable to business and non-business 
organization: 
 
Marketing mix is applicable not only to business 
organizations but also to non-business organizations, such 
as clubs and educational institutions. For instance, an 
educational institution is expected to provide the right 
courses (product), charge the right fees (price), promote 
the institution and the courses, and provide the courses at 
the right place. 

6. Helps to achieve organizational goals: 
 
An application of an appropriate marketing mix helps to 
achieve organizational goals such as profits and market 
share. 

7. Concentrates on customers: 
 
A thorough understanding of the customer is common to 
all the four elements. The focus point of marketing mix is 
the customer, and the marketing mix is expected to 
provide maximum customer satisfaction. 
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