The Marketing Mix — The 4Ps Framework
o:“.“ How businesses blend a product, price, place, and promotion into one coherent strategy
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1. What Is the Marketing Mix?

The marketing mix is the set of controllable, tactical tools a business combines to produce the response it wants
from its target market. The idea was popularised by E. Jerome McCarthy in the 1960s as the "4Ps™ — Product,
Price, Place, and Promotion — and it remains the starting framework for almost every marketing decision

made today.

The word "mix" is deliberate: no single P works in isolation. A premium product priced too low undermines its
own positioning; the best price in the market is wasted if the product isn't available where customers shop; and
the most creative promotion can't rescue a product nobody wants. Marketing strategy is the job of tuning all

four elements together, not perfecting any one of them alone.
2. The 4 Ps at a Glance

Each P answers a different question a customer asks, consciously or not, before they buy. The diagram below
shows how the four elements sit around the same central decision — what the business will offer, and on what

terms.

Product Price
Quality - Features - Branding List price - Discounts
Packaging - Design - Variants Credit terms - Payment options
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Place Promotion

Distribution channels - Coverage Advertising - Sales promotion
Logistics - Inventory Personal selling - PR




3. Breaking Down Each P

Core question it answers Typical decisions
Product What are we actually selling? nglity, features, branding, packaging,
' variants

Price What will it cost the customer? HEEITES, dl_scounts, SR
payment options

Place Where and how do they get it? Channels, coverage, logistics, inventory

Promotion How do they find out about it? Advertlsmg,_sales SEBTRI, (R
personal selling

Product

Everything the customer actually receives — the physical good, service, or experience. Decisions here cover

quality level, features, design, branding, packaging, and the range of variants offered.

Price

What the customer gives up in exchange, almost always the most flexible element to change short-term. Covers
list price, discount structure, credit terms, and payment methods — and it's the only P that directly generates

revenue rather than costing money to execute.

Place

How the product physically reaches the customer — the choice of distribution channels, market coverage,

warehousing, and inventory management. A great product with weak distribution simply never gets bought.

Promotion

How the target market finds out the product exists and why it's worth buying — advertising, sales promotion,

public relations, and personal selling, blended into what's often called the promotion mix.
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